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Abstract 
With the advent of the new economy, the concept has started to change the forms of doing business radically. Quick 
and easy sharing of information, which is the most important actor in the new era, has been the catalyst for the change 
and development of the business world that enters a new era. With exponentially growing internet technologies, e-
commerce companies now have become constant parts of firms and shopping habits have been redefined. Because e-
commerce knows no boundaries and has flexible, cost-effective and transparent structure, physical trade in traditional 
areas quickly moved to a virtual environment. It has become essential for the companies to gain the maximum benefit 
with a lower fixed costs and investments by using their resources using the most efficient manner to compete with 
their rivals in terms of crises. The purpose of this study is to provide a different perspective to the companies under 
the pressure of the crisis by investigating e-commerce as an important part of the economy supporting companies to 
increase their competitiveness. Content analysis method has been used in the study. A web site named 
www.kitapix.com, making sales directly to the final consumer over the internet, which was established in 2009 with a 
low budget but formed a customer group in a short time has been examined. The study sought answers to what kind 
of differences would occur in cost-time and the size of operation in the same period if the company hadn’t operated 
over the internet. Practices of the related to the company have been analyzed in comparison with traditional 
commercial applications and benefits of e-commerce applications and the added value has been tried to be 
determined. 
Key Words: E-commerce, New Economy, traditional firm, internet, economic crisis 
1. Introduction  
The Western countries which established financial liberalization in the 1970s without providing 
adequate macro-economic conditions in the globalizing world economy have faced economic crises 
because of their fragile financial markets [1]. The Bretton Woods system collapsed in 1973 and as a result 
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of the oil crises increases in unused production capacity high inflation and unemployment became evident 
[2]. Themedia and Wall Street have introduced “The New Economy" concept to overcome the economic 
crises of the 1970s and to increase America's production [3]. New Economy has changed the course of the 
American economy, especially during 1995-1999, with widespread use of information and 
communication technologies which began to develop in the 1980s and led to rapid growth, low 
unemployment and inflation sustained economic growth and vitality in the stock market [4]. 
Since the mid-1990s, globalization, financial liberalization, new communication production of 
information technologies and adaptation to  these technologies and digitalization process were included 
into the scope of the new economy which was associated merely with information technologies from 
1985 until 1994 [3]. Globalization has prevented prices from rising and created new production resources 
in areas where domestic production capacity is inadequate. More products were produced with fewer 
employees by the new technologies. In this sense, forms of businesses’ doing business, production and 
management understanding have experienced a revolution by development of technology and continuous 
reduction in costs. Many new industries in competitive structure were established and service sector has 
gained importance by financial liberalization. By digitalization, businesses were forced to become faster, 
efficient, creative and effective in their services they provide to the customers [3]. the New Economy has 
become an inseparable whole with the Internet in 1999 and in the 2000s. Interest of the new economy 
identified as dynamic systems with the added value provided by the new services and products rather than 
static efficiency with high production by combination of digitalization of knowledge with internet which 
helped market participants and customers to access to information easily and share their heterogeneous 
ideas in an environment that allows communication of more than two actors [5].  
Together with the rapidly developing internet technology, e-commerce being shaped in the new 
economy is a process, a management approach, a system implementing computer and communication 
technologies beyond a simple shopping [6]. Competitive advantage, openness, transparency, 
accountability, began to be based on technical and philosophical principles by e-commerce [7]. 
Low investment costs and lower fixed costs made e-commerce much more attractive for the 
companies. In addition to the low costs, because e-commerce may reach to a large geography and 
boundaries of service time is unlimited; it provided a great competitive advantage to the businesses. This 
structure dissolved the agents that share their profit margins of companies and reduced the distance 
between producer and customer. In this study it was intended to guide the companies, which are under 
pressure of the crisis, to different forms of doing business by examining primarily the cost, among the 
competitive advantages that internet and e-commerce have provided to the companies. 
For this purpose, a web site named www.kitapix.com, making sales directly to the final consumer over 
the internet, which was established in 2009 with a low budget but formed a customer group in a short 
time has been examined. The study sought answers to what kind of differences would occur in cost-time 
and the size of operation in the same period if the company hadn’t operated over the internet. Practices of 
the related to the company have been analyzed in comparison with traditional commercial applications 
and benefits of e-commerce applications and the added value has been tried to be determined. 
In the first section of the study, the dynamics of the new economy has examined and its relation with 
e-commerce which is a new concept of trade introduced by the internet has been carried out. In the second 
part of the study, content analysis of www.kitapix.com web site which is an e-commerce application has 
been made and compared with a traditional firm. Thus, the advantages of e-commerce over traditional 
trade were clearly put forward. In the third part, the findings were evaluated. 
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1. Relationship between the Dynamics of New Economy and E-Commerce  
The most important capital of the New Economy, vision of which is innovation, is creativity and 
continuity in technological developments in 21. Century is knowledge [8]. Whether product-oriented or 
technology, every asset loses value as it is used. However, information can be used over and over again, 
and generates increasing returns by the extent it is used and reinforces itself. In other words, its value 
significantly increases by it is used. Permanence and durability of knowledge-based competitive 
advantage depends on having knowledge a lot more than the other competitors. Time is a source of 
competitive advantage coming after the information because time-based advantage created with 
knowledge management creates a huge economic and market value. The way of creating rising trends is 
producing new information that is to say producing new products and services by using the available 
information in a brand new way through Research and Development or providing the acquisition of new 
information about customers [9]. 
New Economy has four major elements; digitalization, globalization, R&D and skilled human 
resources [10]. These elements affect each other and bring the New Economy a dynamic structure. 
Digitalization hasn’t changed agreed objectives and goals of the economy but methods. In other words, 
the economy is still interested in the distribution of resources, profit maximization and welfare increase. 
Concepts of productivity and efficiency, dramatically increasing with the New Economy, are already of 
great importance for the classical economy [6]. 
What changes is decrease in the cost of business processes depending on the tools and methods, the 
relationship between macro-economic indicators, working areas, the employment structure, 
organizational structure, management approaches, decision-making process, mode of production, market 
structure, trade structure, marketing techniques, electronization of the money and the structure of 
consumer demand [11]. The emergence of computers to process and store information, their 
commercializing from 1980s and connecting to each other initially in local areas all over the world by the 
time by the network-based advances in 1990s led the emergence of internet. Internet has become the 
backbone of the New Economy. The data is transmitted by the networks on the Internet, it is processed 
rapidly and independently forms the space by computer technologies and advanced software then it is 
converted into information in the same way with the help of networks. [6] Thus, the internet accelerates 
the process of knowledge to be tradable [12]. 
Globalization phenomenon, another important element of the New Economy has been a process that 
gives direction to the ideas of developed countries to dominate the global market along with causing 
elimination of transnational boundaries and erosion in a nation-state concept. These developments have 
played an important role in the expansion of electronic commerce applications by changing the shape of 
commercial activities. Development of devices such as telephone, television and the fax has provided 
transition to electronic commerce and use of internet technology in the field of e-commerce has expanded 
both the scope and volume of trade. E-commerce refers to the last point in terms of the globalization of 
world trade [7]. Because e-commerce is independent from time and space on the internet, offers low 
startup costs, is free from geographical borders, holds a large and heterogenic customer base no matter 
what the size the business is, it gives small and medium-sized enterprises the chance to compete against 
the large ones. 
In New Economy, source of wealth isn’t natural resources and physical labour but information and 
communication [7]. Continuous innovation of internet, software, communications and information 
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technologies is essential for continuous growth in New Economy. Therefore, research and development 
function is one of the important elements of the New Economy. The principle of the New Economy 
which is propped up innovation depends on the philosophy “make your own product out of fashion 
yourself”. If a new product was developed and launched successfully, the next target is to produce a more 
advanced version of it and fashion out the first version [12]. A company engaged in e-commerce can also 
benefit from Open Innovation by the help of the structure of the New Economy and possibilities provided 
by the internet. Open innovation introduced by Henry Chesbrough (2003) means value creation not only 
using its own facilities but also sources of their rivals which have innovation and external sources such as 
cooperation with partners, license agreements, venture capital and corporate entrepreneurship in research 
and development activities of new firms and in their efforts to create spin off technology. Open 
Innovation is not appropriate to the nature of each company and associated with global and technology-
intensive technology mergers and creation of the new business models [13]. Internet is an ideal 
environment for customers, entrepreneurs, risk investors, output markets and industrialists to meet in the 
same environment and create technological innovation that will contribute to economic growth through 
the creation of profitable business opportunities [14]. 
Information technology, software and internet technologies sectors, service sector, media and 
entertainment sectors have been the rising sectors in New Economy. Especially changes have been seen 
in employment areas by digitalization. While employment of unskilled workers based on physical 
strength have been decreasing, employment of highly trained qualified employees that can keep pace with 
technological innovations have increased. In New Economy, when needed, businesses can take the 
necessary technical support from the best experts in shortest time with the lowest cost by the impact of 
globalization. This has led to changes in organizational structure, management style, the ways to obtain 
human resources and manager-employee communication of businesses. At the same time employees’ 
earnings, life styles, their training to have a job and business conditions are also changing. 
To what extent each element in the New Economy affects each other is seen very clearly. Since the 
emergence of the Internet, structure of trade is reshaped in the New Economy. As we have seen, rather 
than just a shopping tool, e-commerce is based with openness, transparency, accountability, technical and 
philosophical principles because information is open to all [7]. Products and services have begun to show 
diversity to individualized demand by the customer to realize their potential and the internet environment 
to become more powerful with e-commerce. To ensure sustainable competitive advantage, creation of 
high value-added products and services provided with innovation and information has gained importance.
The change in technology shows its effect in all areas of our lives. The only thing that the 
technological couldn’t change is that a week is 168 hours; however whether it is private or business life, 
how people appreciate this time has changed dramatically [14]. 
In the following section of the study a web site named www.kitapix.com, making sales directly to the 
final consumer over the internet, which was established in 2009 with a low budget but formed a customer 
group in a short time has been examined. Content analysis method has been used in the study. The study 
sought answers to what kind of differences would occur in cost-time and the size of operation in the same 
period if the company hadn’t operated over the internet. Practices of the related to the company have been 
analyzed in comparison with traditional commercial applications and benefits of e-commerce applications 
and the added value has been tried to be determined. 
2. An E-commerce Practice: www. kitapix.com
The web site named www.kitapix.com began broadcasting on 01.04.2009. The site was established by 
3 partners with the idea of designing and producing decorative and distinct bookshelves. Difference that 
separates the site from the other companies is that unlike the standard ones, the bookshelves contain a 
combination of functionality and decorative features and which are designed to be installed by the 
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customer. An installation manual comes with the products to guide the customers. Customers can also 
request dimension changes in the products according to their own requirements or they may ask their own 
designs to be produced by Kitapix. The sale of decorative wall stickers in the same concept of the 
bookshelves is also available on the site. 
Bookshelves and wall stickers offered for sale are manufactured by different manufacturers which 
Kitapix company has an agreement with. According to the agreement made with the customer in advance, 
the bookshelves are produced and shipped at the latest within 5 days after order confirmation. Wall 
stickers on the other hand are delivered to the customer within 2 days at the latest after the confirmation 
of the order. Products are sent directly from manufacturers to customers. Kitapix doesn’t have the stock 
of the products. Site order process operates as follows; 
1. Visitors examine the site (Client)  
2. Gives decision by comparing the products (Client) 
3. Becomes member to the site (Client) 
4. Payment accomplished (Client) 
5. Payment and Order confirmed (www.kitapix.com) 
6. If the product will be produced, production department, if it will be supplied, supplier is informed   
(www.kitapix.com) 
7. Product is shipped when prepared (Supplier) 
8. Delivery is accomplished by courier (Supplier) 
9. Product is established by the client (Client) 
10. Satisfaction survey is done by the site, if there is a problem, it is resolved. (www.kitapix.com) 
The site which is open for about one year had monthly 11,177 unique visitors on the average. Content 
analysis method was used to analyze the size of current site, the geography it has reached, its general 
structure and the mass of customers. Statistics were created via Google Analytics service of Google firm. 
Google Analytics the uses first-party cookie and JavaScript code to collect information about visitors and 
monitor ad campaign data.  Google Analytics monitors visitors, where they come from, what they do on 
the site and how they interact with a website including if they completed any site’s conversion goals, 
without specifying their identity [15] Only site owners can access the relevant information on Google 
Analytics. 
2.1. www.kitapix.com Site Statistics 
Density difference of visitors to kitapix.com site between 01.04.2009-30.04.2010 has been displayed 
on Chart 1, kitapix.com Traffic Sources on Chart 2, the distribution of kitapix.com keywords on Chart 3, 
distribution of browsers to access kitapix.com on Chart 4, distribution of connection types to access 
kitapix.com on Chart 5, the countries visited kitapix.com most on Chart 6, distribution of the countries 
that accessed kitapix.com on Chart 7, distribution of the cities that accessed kitapix.com on Chart 8, 
distribution of the visitors that accessed kitapix.com by cities on shown on map on Chart 9, distribution of 
visitors by cities on Chart 10, distribution of traffic sources on Chart 11, gender distribution of 
kitapix.com customers on Chart 12, distribution of kitapix.com customers by cities on Chart 13, 
distribution of payment methods on Chart 14 and distribution of customers’ age on Figure 15 which are 
presented appendix part at the end of the study. 
Examination of the statistics displays that the site reached to the average number of visitors shortly 
after its establishment. Number of people visited the site between 01.04.2009-30.04.2010 is 134,133 
singular persons. Number of pages visited is 972,520 and average number of pages visited is 7.25 pages / 
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visit. Average time spent on site is 03:38. Most of the visits are parallel to the areas where population is 
dense in Turkey however in general people from all over Turkey visit the site. Visitor loyalty statistics 
show that the majority of visitors (about 80%) have visited the site only once. It can be concluded from 
this result that interface of the site isn’t effective enough. 
Examining the distribution of sales by provinces, it can be seen that sales to a total of 56 provinces 
have been accomplished but most of the volume has been shared by Istanbul and Ankara. When the 
provinces of delivery examined, people from eastern and south-eastern provinces who have tendency to 
shop over internet have been interested in the site because it is very difficult to find an alternative 
products. In terms of Potential and importance of geography it has reached, it must be taken into account 
that the site had visitors from 60 different countries although it is only in Turkish. 
With 72.29%, search engines have a large share in traffic sources. Visitors usually reach the site by 
searching the library and library-related words. Other than this, a high number of visitors come from 
some of the social information-sharing platforms (Eksi Sözlük vb.) and some other sites which joint 
campaigns were carried out.  
Sales and customer statistics show that the number of female users is more than the male ones. These 
statistics can be said to be the result of the effect of decorative products. With regard to age distribution, 
customers between the ages of 25-35 are the largest mass. It can be said that purchases usually be 
preferred by the customers moving to another or a new house and this age group is more familiar with the 
internet. 
Examination of payment methods shows that customers prefer payment on delivery option. The fact 
that although the site requires 5TL extra money for payment on delivery option, people prefers this 
payment option can be interpreted as shopping on internet still has some distrust. Appearance of the credit 
card crimes in the newspapers, especially in the early years of the Internet led customers to be more 
cautious in shopping in the virtual environment. However in fact, this method is more attractive to 
businesses than credit card because product payment is paid back to the seller in a shorter period and 
without deduction. 
Using the statistics of the site, a cost comparison has been made with a traditional trading company 
considering both number of visitors and geographical area they cover. As traditional store, a shopping 
centre in Istanbul that can serve 7 days of the week has been chosen. The expenses of the virtual store are 
compiled from kitapix.com costs that have been actually realized. Kobimaster Express package of 
Kobimaster Company which Kitapix is currently using is taken as monthly E-Business Suite cost. 
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Table 1: Comparison of the Cost Structure of Traditional and Virtual Stores
 Traditional Store Virtual Store  
Type of 
Provision Expense Item Total Equivalent Expense Item Total 
Difference  
Once Company Establishment Costs 1.850  TL Company Establishment Costs 1850 TL 0 TL 
Once Store Decoration 5.000 TL Photography-Site Preparation  2.000 TL +3000 TL 
Once Electric-Water-Gas Subscription 450 TL Domains-SSL Security Certificate 100 TL +350 TL 
Once Deposit Lease (1 Rent) 2.000 TL No Provision 0 TL +2.000 TL 
Annual Credit Card Pos 300 TL  Virtual POS 300 TL 0 TL 
Once First Inventory Cost 3.500 TL Products to be used in Photo Shots  3.500 TL 0 TL 
Monthly Rent + Withholding  3.000 TL E-Commerce Package Monthly Fee 70 TL 2.930 TL 
Monthly Employer Employee Expenses 885 TL No Employees 0 TL 0 TL 
Monthly Internet + Telephone Expenses 60 TL Internet + Telephone Expense 60 TL 0 TL 
Monthly Advertising Expenses 0 TL Search Engine Ads 500 TL -500 TL 
Monthly Electric-Water-Gas 150 TL No Provision 0 TL +150 TL 
Annual  Expense 62.240 TL  15.310 TL 46.930 TL 
It is evident that traditional trading companies have serious decoration expenses relating the stores 
during their establishment phases, in the same way the costs such as electricity and water subscriptions 
and the first deposits are not necessary for companies doing business in the virtual environment. 
Preparation of visuals for the web site has been defined as equivalent expenses of virtual enterprises to 
store decorating but when these products are supplied externally, this isn’t regarded as expense because 
the visuals are provided by the suppliers. In the same way, when the product is supplied externally, first 
cost of inventory may be eliminated because the supplier would undertake this cost. 
The most important advantages of virtual stores are that their monthly costs are too little. Fixed costs 
such as rent, electricity and salaries that traditional businesses have to bear aren’t compulsory for the 
enterprises established on the internet. Today, a large part of the small and medium-sized businesses 
operating in virtual environment do not use an office. 
When the cost comparisons have been examined it is seen that doing business on the internet seems to 
be more advantageous than a conventional business. With lower expenses than a traditional business, it is 
possible to reach a much broader geography than a conventional business. Kitapix.com has customer 
potential from 81 provinces of Turkey on the other hand a store opened in Istanbul can serve to a very 
narrow people group live and have the opportunity to visit the shopping centre in the region it is located.  
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Virtual enterprises usually don’t require employees. Business owner can arrange all the work by 
spending 1-2 hours of the day. 60% of Kitapix.com’s workflow has been carried out by the customers. 
When an order became definite virtual store only need to supply the good from the supplier. New systems 
can even direct the orders to the suppliers automatically. Whereas a traditional business the process start 
from outside the store where you should attract the customers and continue with supplying information 
about the use, price, quality, etc. of the products, receiving the payment and delivering the related 
documents. In virtual stores all processes, including the payment stage is carried out by the customer. 
Customers may examine features, different photos of the products, read the comments from other users 
and buy the product with payment method they chose.
3. Conclusion 
E-commerce businesses which are in a tight relation with dynamics of the New Economy are more 
advantageous than traditional businesses in terms of low cost, zero inventory, convenience in product 
presentation and advertising, uninterrupted service, convenience in analysis of customer profile and 
information storage, ability to offer a range of products in a short time to customers in a wide 
geographical area and operational and structural flexibility of the business. The businesses that are 
obliged to use their resources in the most efficient way in crisis environment, if they use e-commerce as a 
tool, it becomes possible for them to compete due to low investment and fixed costs.  
It has become mandatory for companies to take place in e-commerce platform that consumers prefer 
more and more because of cost, time, place and convenience. Today even customers of traditional retail 
outlets or the company with dealers visit web sites before going to the stores. Some companies aware of 
this interest take  the advantage by offering their products without obligating the customers to visit 
physical locations. In this way both the customers and they gain advantage. The structure is evolving 
from web sites supporting retail sales points to physical points supporting e-commerce platform. 
Businesses aware of this evolution devise their investments and new sales strategies accordingly. 
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Source: https://www.google.com/analytics/reporting/[16] 
Chart 3: Kitapix.com Distribution Of Keywords  
Source: https://www.google.com/analytics/reporting/[16] 
Chart 4: Kitapix.com Distribution of Browsers               Chart 5: Kitapix.com Distribution of Connection  
Types  
         
Source: https://www.google.com/analytics/reporting/[16]            Source: https://www.google.com/analytics/reporting/[16] 
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Chart 6: The Countries Visited Kitapix.com Most  
Source: https://www.google.com/analytics/reporting/[16] 
Chart 7: Distribution of the Countries That Accessed Kitapix.com  
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Source: https://www.google.com/analytics/reporting/[16] 
Chart 8: Distribution Of The Cities That Accessed Kitapix.Com  
Source: https://www.google.com/analytics/reporting/[16] 
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Chart 9: Distribution Of The Visitors That Accessed Kitapix.Com By Cities On Shown On Map  
            Source: https://www.google.com/analytics/reporting/[16] 
    Chart 10: Kitapix.com Distribution Of Visitors By Cities 
Source: https://www.google.com/analytics/reporting/[16] 
Chart 11: Kitapix.com Distribution of Traffic Sources  
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   Source: https://www.google.com/analytics/reporting/[16] 
Chart 12: Kitapix.com Gender Distribution Of Kitapix.Com Customers 
Source: https://www.google.com/analytics/reporting/[16] 
Chart 13: Kitapix.com Distribution of Customers by Cities 
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Distribution Cities Percent Distribution Cities Percent Distribution Cities Percent Distribution Cities Percent 
øSTANBUL 34,74% AMASYA 0,69% HATAY 1,29% KÜTAHYA 0,39% 
ANKARA 18,71% GÜMÜùHANE 0,65% TEKøRDAö 1,28% YALOVA 0,38% 
øZMøR 2,36% NøöDE 0,63% BURSA 1,21% DøYARBAKIR 0,34% 
ANTALYA 2,20% GøRESUN 0,59% VAN 1,12% KARAMAN 0,33% 
KOCAELø 2,17% MUöLA 0,52% ADANA 1,03% OSMANøYE 0,28% 
ÇANAKKALE 2,15% AöRI 0,50% UùAK 0,97% ùIRNAK 0,28% 
EDøRNE 1,89% ORDU 0,49% BALIKESøR 0,92% BOLU 0,28% 
MERSøN 1,84% ARDAHAN 0,48% YOZGAT 0,91% ZONGULDAK 0,25% 
AFYONKARAHøSAR 1,83% BATMAN 0,48% KONYA 0,90% ÇORUM 0,24% 
BøLECøK 1,51% ISPARTA 0,48% ERZøNCAN 0,89% KIRKLARELø 0,24% 
SAKARYA 1,45% TRABZON 0,48% TOKAT 0,87% ARTVøN 0,22% 
ùANLI URFA 1,43% ÇANKIRI 0,48% GAZøANTEP 0,87% MANøSA 0,22% 
SAMSUN 1,43% ELAZIö 0,48% AYDIN 0,83% KARS 0,20% 
KAYSERø 1,36% KASTAMONU 0,40% ESKøùEHøR 0,82%   
Source: https://www.google.com/analytics/reporting/[16] 
              
Chart 14: Kitapix.com Distribution of Payment         Chart 15: Kitapix.com Distribution of Customers’ Age 
               
Source: https://www.google.com/analytics/reporting/ [16]                     Source: https://www.google.com/analytics/reporting/ [16]                      
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